
FLUENTIAL 


BRITAIN’S 


THE BIG INTERVIEW 


BEAVERBROOKS 
MANAGING 
BIRECTOR & 

III 


^FEBBRUARY 2018 / ISSUE 86 

watchpro.com 


TOP 10 

HOW FAST 
IRE BRITAIN'S 
BIGGEST 
MULTIPLES 
IROWING? 


TREND 


REPORT 


The hot 


advances shapin 


the market this year 


CURIOS 


»>SHOW 


PREVIEW 


HSS3Q35B13 


Watch exhibition 


returns to 


Ulysse Nardin joins horological heavyweights at SIHH to unveil their 2018 


novelties to retailers and journalists from around the world 































. jUjoesurs eic 

-AUTfiKiA’aC, 


Le Brass us 


IN STAINLESS STEEL 




TO BREAK THE RULES, 
YOU MUST FIRST MASTER 
THEM. 


THE VALLEE DE JOUX. FOR MILLENNIA A HARSH, 
UNYIELDING ENVIRONMENT; AND SINCE 1875 THE 
HOME OF AUDEMARS PIGUET, IN THE VILLAGE OF 


LE BRASSUS. THE EARLY WATCHMAKERS WERE 


SHAPED HERE, IN AWE OF THE FORCE OF NATURE 


YET DRIVEN TO MASTER ITS MYSTERIES THROUGH 


THE COMPLEX MECHANICS OF THEIR CRAFT. STILL 


TODAY THIS PIONEERING SPIRIT INSPIRES US TO 


CONSTANTLY CHALLENGE THE CONVENTIONS OF 


FINE WATCHMAKING 


















Are your merchandisers able to 
access key stocking information 
during customer visits? 


Can your reps view customer 
buying profiles or trends 
whilst on the road? 


We can help 



aspin 

+44 (0)1794 500 200 aspin.co.uk/watch 


GUESS 


PixSell is used by brands across the world including: 

BULOVA SEGUE 


CITIZEN 



































COMMENT 


Britain’s biggest watch retailers make 
money in myriad different ways 

I t would be easy to conclude over the past 18 
months that only purveyors of high end Swiss 
watches can thrive in an era when the weak 
pound is sucking in high spending tourists to 
London and a handful of other picturesque cities. 

This is far from the case, as our State of the 
Nation’s Retailers on page 22 reveals this month. 

The two giants: Aurum Holdings, which operates 
Watches of Switzerland, Goldsmiths, Mappin & 

Webb, Watchshop and The Watch Lab; plus UK 
Jewelry, the British subsidiary of Signet Jewelers 
that owns Ernest Jones and H. Samuel, account for 
60% of the turnover of the Top 10. But these are not 
businesses with just one strategy - they span the 
entire market from selling inexpensive watches 
online to grand complications from London’s West 
End. It is interesting that the more upmarket Ernest Jones has very similar trading figures 
to H. Samuel at the value end of the spectrum. Aurum Holdings does not disclose the 
breakdown between its retail brands. 

There are different business models everywhere you look in the Top 10. Watchfinder 
is the starkest example, with its omnichannel approach to buying and selling pre-owned 
watches. The fact that the business is now almost as big as Beaverbrooks is remarkable. 

TH Baker and WR Ferris, two companies that were small independents less than a 
decade ago, have both grown on the back of early and wholehearted investment in 
Pandora jewellery, but both have used that springboard to invest in highly successful 
chains under their own names. There may never be another jewellery brand like 
Pandora, but the success of these two companies demonstrates that spotting the next big 
thing and then executing perfectly to grab market share is possible even with giants like 
Aurum and Signet as competitors. 

It might be assumed that Patek Philippe and, particularly, Rolex partners would be 
uniquely successful. But this is not true either. Only three out of the Top 10, Aurum, 

Fraser Hart and Bucherer have Rolex, while just Aurum and Boodles have Patek Philippe. 

It adds up to a fascinating landscape of contrasting businesss models that should 
remind every executive that opportunities still abound. 




Rob Carder 

MANAGING EDITOR, WATCHPRO 


FEBRUARY’S COVER COURTESY OF ULYSSE NARDIN 

Front cover image: Meet the unbelievable. Ulysse Nardin breaks 
moulds, challenges conventions and dares you to explore treasures 
from the ocean. Some birds are not meant to be caged, that’s all. 
This is called Freedom and Freedom lies in being bold. Join us, eyes 
on the world, travel through time, and discover the new Freak. Are 
you ready to believe? 
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FRONT /NEWS REVIEW 



THIS MONTH IN THE WATCH INDUSTRY... 


> FEBRUARY’S NEWS DIGEST 08 

> THE BIG INTERVIEW-BEAVERBROOKS 16 

> T0P10 WATCH RETAILERS 24 

> SIHH TREND REPORT 32 
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Annual Turnover of Top 10 Retail Groups 
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■ WR Ferris 
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■ Bucherer 

■ Fraser Hart 

■ Watchfinder.co.uk 

■ Beaverbrooks 

■ UK Jewelry 

■ Aurum Holdings 
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BRITAIN’S MAJOR MULTIPLES STACK UP TO 
£1.6 BILLION IN WATCH & JEWELLERY SALES 


T otal sales for the 
UK’s top 10 watch 
and jewellery retail 
groups have been 
growing at an average of 7% 
for the past six years. 

The consistent success 
of these groups is revealed 
in exclusive research by 
WatchPro that that begins on 
page 24. 


The WatchPro State of the 
Nations Retailers tracks the 
turnover and operating profit 
of the 10 biggest groups from 
2011-2017, and discovers 
that total sales have risen by 
almost 40% since 2011 to £1.62 
billion in the 2016-17 financial 
year. 

Watchfinder, a specialist in 
pre-owned watches, is by far 


the fastest growing business, 
with sales rising by 554% over 
the past six years from £13.25 
million in 2011-12 to 86.65 
million in 2016-17. 

UK Jewelry, the Signet 
Jewelers-owned operation 
that comprises Ernest Jones 
and H.Samuel, is the biggest 
loser in the top 10, with UK 
sales dropping by 10% from 


£476.73 million in 2011-12 to 
£431.40 in 2016-17. 

Aurum Holdings, whose 
brands include Watches of 
Switzerland, Goldsmiths, 
Watchshop, Mappin & Webb 
and The Watch Lab, has 
increased sales by 88% over 
the past six years to £565 
million in 2016-17 and is now 
comfortably the largest group. 


» FOR DAILY WATCH INDUSTRY NEWS UPDATES AND FEATURES VISIT WATCHPRO.COM AND FOLLOW @WATCHPR0 ON TWITTER 
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NEWS REVIEW /FRONT 


ULYSSE NARDIN SHUNS THE 
CONVENTIONAL WITH FREAK 
SHOW OF 2018 CURIOSITIES 


Patrick Pruniaux, who was 
appointed as CEO of Ulysse 
Nardin in the summer of 2017 
describes the brand as “a 
watchmaker for people in the 
know”. Sometimes, he muses, 
it may be a little too much that 
way. 

If this is a signal for a change 
in direction for the Kering- 
owned company, it was not 
apparent at SIHH in January 
as Mr Pruniaux introduced the 
latest ‘curiosities’ to its Freak 
family. 


There is little conventional 
in the Freakus Visionum. The 
watch’s entire flying carousel 
movement circles inside the 
watch displaying minutes at one 
end and a balance wheel at the 
other. 

There is no winding crown 
because the automatic 
movement is wound by a 
pepper grinder mechanism 
on the underside of the watch 
where the mainspring is 
tightened by an oscillating ring 
weight. 



TAG HEUER MAKES WORLD’S 
MOST EXPENSIVE SMARTWATCH 


TAG Heuer is hoping to 
open its Connected Modular 
smartwatch to a wider market 
this year with the introduction 
of a 41mm collection. 

Google, Intel and TAG Heuer 
have worked together to give 
the 41 an AMOLED 390x390 
screen with 326 ppi resolution 
and improved brightness over 
the 45. Its storage capacity 
has also been increased to 
8GB, and its memory to 1GB, 
which improves performance. 
It has the same modular 


construction as its big brother, 
with interchangeable straps, 
lugs and the option to swap 
out the connected module 
with a Calibre 5 three-hand 
mechanical module. 

If this new edition is a bit too 
subtle, TAG has also created a 
new 45mm version with an 18ct 
white gold case adorned with 
589 diamonds across its bezel, 
bracelet and lugs, totaling 23.35 
carats of stones. 

It is priced at CHF 190,000 
(around £143,000). 


C0USINSUK.COM 

same day despatch 
Invest in the best 
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FRONT /NEWS REVIEW 


WEAKENING DOLLAR ERODES PRICE 
ADVANTAGE FOR BRITISH RETAILERS 


By the last week of January, the dollar had 
dropped in value by 5.6% against the pound 
since Christmas, dramatically narrowing the 
price advantage that Britain’s luxury watch 
retailers enjoy over their peers in the United 
States. One pound bought $1.33 on December 
26; a month later on January 26 it buys $1.41 
As a result, retail prices including sales 
taxes in the US are now less expensive than 
in the UK when prices in both countries are 
converted into pounds. A Rolex Perpetual 
Oyster ref. 114300 is priced on Bucherer’s UK 
website yesterday at £4150. The same watch 
in California, costs the equivalent of £4043 
at today’s exchange rate. A GMT Master II C 


is £28,150 at Bucherer but the equivalent of 
£27,128 on the West Coast of the United States. 

Before UK retailers get too anxious, it is 
important to note that customers from outside 
the European Union can reclaim the 20% VAT 
they pay on their purchases. This continues 
to give a considerable price advantage to UK 
retailers that would only be wiped out if the 
dollar slumped to $1.7 to the pound. 

Visitors from the European Union cannot 
reclaim VAT, but Britain remains far cheaper 
today than on the continent. In France, for 
example, a Rolex Sky Dweller ref. 326933 costs 
the equivalent of £17,841. The same watch in the 
UK today costs £12,600, including VAT. 



JUICY COUTURE WATCHES FINDS FRESH 
UK PARTNER WITH TLKE DISTRIBUTION 


TLKE has taken over distribution of Juicy 
Couture watches. The deal follows the signing 
of a licensing agreement by EGluck in Europe, 
which will now design and produce Juicy Couture 
watches on behalf of Authentic Brands Group, 
which owns brand. 

The Juicy Couture watch brand was previously 
distributed in the UK by MGS Distribution, which 
now trades as Movado Group UK. 

Juicy Couture joins a portfolio at TLKE that 
includes Anne Klein, Nine West, Vince Camuto 
and Lonna and Lilly watches. 

“The strategy with Juicy Couture watches is to 
keep true to the brand heritage with glamorous, 
irreverent and decidedly fashionable styles which 


are also commercially priced. We are excited to 
have the Juicy Couture brand within our brand 
portfolio,” says Teresa Timberlake, director of 
TLKE. 

Hailing from Los Angeles, Juicy Couture is a 
fashion label with a youthful and playful style 
for its clothing, handbags, swimwear, fragrance, 
watches and jewellery. 

TLKE will present the 2018 collections for 
its watch and jewellery brands at its London 
Market Week that runs February 6-14 at its 
headquarters in Kew Gardens, London. 

Along with watches, the event will present 
jewellery launches from Marchesa, Jenny 
Packham, Vince Camuto and Juicy Couture. 



H.Samuel 
and Ernest 
Jones 

endure torrid 
Christmas 

Same store sales at constant 
currency dropped by 10.2% 
for H.Samuel and 10.5% for 
Ernest Jones in the nine 
weeks ending December 
30,2017. 

The downturn was 
less severe (-3.9%) after 
converting the UK group’s 
results into US dollars 
because the value of sterling 
has risen by around 6% 
since the holiday trading 
period in 2016. 

Both chains had the same 
number of stores at the 
end of 2017 compared to 
Christmas 2016. 

Sales at H.Samuel were 
$95.3 million. Ernest Jones 
turnover was $81.8 million. 

UK sales declined due 
principally to bridal and 
diamond fashion jewellery, 
partially offset by higher 
sales in select prestige 
watch brands and strength 
in e-commerce, Signet said 
in its trading statement. 
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FORTHCOMING AUCTIONS 

Watches and Wristwatches 
Tuesday 22 May 
Knightsbridge, London 

Fine Watches and Wristwatches 
Wednesday 20 June 
New Bond Street, London 


BREGUET. A VERY FINE AND 
RARE MANUAL WIND MINUTE 
REPEATING PERPETUAL 
CALENDAR WRISTWATCH 
WITH POWER RESERVE 
Ref: 5447, Circa 2006 
€80,000 - 100,000 
£71,000 - 88,000 


ENQUIRIES 

London 

+44 (0)20 7447 7413 
watches@bonhams.com 

New York 

+1 212 461 6530 
watches.us@bonhams.com 


Entries now invited 





Bonhams 



@Bonhamswatches 


bonhams.com/watches 

For details of the charges payable in addition to the final hammer price, 
please visit bonhams.com/buyersguide 






SHOW PREVIEW / JEWELLERY & WATCH 


ESPRIT (BEZEL WATCHES) 

STAND 18M17 


JEAN PAUL GAULTIER (BEZEL WATCHES) 

STAND 18M17 



Fashion watch distributor Bezel Watches will officially launch Esprit 
timepieces and jewellery alongside Roberto Cavalli, Just Cavalli and 
Jean Paul Gaultier watches on the Bezel Watches stand. Esprit watches 
on show will include 2018 editions of its Lab and Refresh collections, 
which both include models for men and ladies. The watches retail for 
around £90. “Refresh collections take the iconic designs from the best¬ 
selling styles, with that famous Esprit signature style. Lab is a design 
hub that explores the 


futuristic design directions 
answering current market 
demands and up-coming 
design trends to tempt a 
new breed of consumer to 
the brand,” Bezel Watches 
says. “If it’s not inspiring, 
it is not Esprit!” the 
company adds. 


The Jean Paul Gaultier watch 
collection, like the couture 
fashion, is original, creative 
and glamorous. Bearing the 
name of the eponymous 
French enfant terrible fashion 
designer, the watches have 
all the hallmarks of the brand, 
from the familiar sailor stripes 
to punk faceted and bold 
chains synonymous with the 
designer’s catwalk collections. 
Retailers can choose from 
over 120 styles targeted at 
trendsetting clientele, retailing 
from £109 to £259. 






JEWELLERY & WATCH BIRMINGHAM 

JEWELLERY & WATCH RUNS FEBRUARY 4-8 AT THE BIRMINGHAM EXHIBITION CENTRE, ALONGSIDE AND ADJACENT TO 
THE MIGHTY SPRING FAIR MEGA EXHIBITION. WATCHES ON DISPLAY TEND TO BE AT THE VALUE END OF THE MARKET, AND THIS 
YEAR INCLUDE NEW COLLECTIONS FROM BEZEL WATCHES, POINTTEC, UNIQUE & CO, CONDOR GROUP AND STORM. 


JUST CAVALLI (BEZEL 
WATCHES) _ 

STAND 18M17 

Just Cavalli watches embody 
the bold design elements that 
are signature of the fashion icon, 
including snakes and animal print. 
The collection uses fine materials to 
craft and create watches that bring 
style to every occasion. As a tribute 
to Cavalli s heritage and DNA, the 
collection covers the brand’s core 
elements including Rock, Animal, 
and Relaxed, which inspires over 
50 designs that mirror the versatile 
nature of Just Cavalli. A fashion 
forward collection, starting at only 
£ 100 . 




ROBERTO CAVALLI BY 
FRANCK MULLER (BEZEL 
WATCHES) 


STAND 18M17 


The co-branding concept Roberto 
Cavalli by Franck Muller brings 
together the iconic Italian fashion 
house and a master of complications 
watch maker, with the products 
as well as the in store brand 
environment featuring both brands. 
The Swiss Made collection is priced 
upwards from £600 and will combine 
the modernity of the iconic Italian 
designer and the technical skill of 
Franck Muller. 


ROYAL LONDON (CONDOR GROUP) 

STAND 18P22Q23 

Condor Group, best-known to UK watch 
retailers for its extensive range of guality 
straps, will be presenting the latest watch 
collection from Royal London. The company 
is making its British heritage a key theme 
of its exhibition presentation and the watch 
collections, with icons including Red London 
buses, Royal Air Force insignia and regal 
crowns used in its promotion. Among the 
watches on display are a range of classic 
guartz-based chronographs in steel or gold 
coloured cases with black or blue dials. 

EMILE CHOURIET (MODE 9) 

STAND 17X29 

Emile Chouriet is presenting watches with 
its own in-house mechanical movement 
in a range of watches including sporty 
models for diving and mountaineering, the 
Challenger Deep & Ice Cliff; dress watches 
ranging from under-stated elegance to 
diamond-studded 18ct watches with 
complications including moonphase, 
tourbillions and minute repeaters. 
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JEWELLERY & WATCH / SHOW PREVIEW 


EPOS (MODE 9) 

STAND 17X29 


Swiss watchmaker Epos will 
unveil a range of dive and 
pilot watches along with 
contemporary designs of wrist 
and pocket watches including 
skeletal designs and retrograde 
hour and minute hands. All 
watches are fitted with modified 
mechanical movements from 
ETA, Unitas or Selita. Prices range 
from £700 to £12,300. 



CONTINENTAL (MODE 9) 

STAND 17X29 

Another of Mode 9’s portfolio of 
affordable Swiss-made watches 
is Continental Watches, which 
makes watches using guartz or 
mechanical movements from 
ETA and Ronda in watches 
priced at £100 to £650. There 
is no shortage of desirable 
complications across the range 
including chronograph, moon 
phase, retrograde date and pair 
models in stainless steel with 
sapphire glass and PVD plating. 



OXYGEN (MODE 9) 

STAND 17X29 


LOTUS (UNIQUE & CO) 


BO WATCHES 






STAND 18R20-T21 


Festina has been 
a long-standing 
success for UK 
watch retailers 
thanks to their high 
guality, modern 
designs and good 
value for money 
in collections 
of watches 
with elegance, 
functionality, style and sporting spirit. 
Unigue & Co will be presenting 2018 
models of its Sport Collection including 
a chronograph with a blue dial and 
steel bracelet retailing for £149; the 
Retro Collection, with more casual 
elegance in multi-function watches 
with leather straps (£129); Automatics 
with open dial designs and glass case 
backs for £235 and Ladies models 
with design embellishments in CZ and 
Swarovski crystals selling for £125. 


STAND 18N11 


Oxygen took its first breath 
as a company in 1995 as 
a divers’ watch business 
but was revived in 1998 as 
a contemporary fashion 
brand adopting vintage 
retro-chic and diver designs 
from the 1950s to the 1970s. 

The watches have high end 
touches such as hand-sewn 
leather straps or Milanese 
steel bracelets. Automatic 
or guartz movements come 
from Miyota or Seiko, yet the 
watches sell for only £145 to £360. 


FESTINA (UNIQUE & CO) 


Pointtec is bringing Junkers, Zeppelin and 
Iron Annie watches to the UK. Iron Annie is 
getting a particular focus this year because 
it is celebrating its 30th anniversary. The 
brand has produced special models such as 
this 43mm piece that houses a hand-wound 
ETA 6498 movement in a polished steel 
case. There is a choice of beige or black dial 
editions, both with a prominent power reserve 
indicator at 10 o’clock and small seconds sub 
dial at 6 o’clock. The Iron Annie name comes 
from a vintage aircraft, the D-Agui, which was 
given the nickhame Iron Annie by American 
servicemen stationed in Germany. 


STAND 18R20-T21 


STAND 17T10-U11 


Lotus is a fashionable, casual 
and youthful watch brand 
distributed in the UK by 
Unigue & Co. Watches range 
from sporty men’s pieces with 
coloured leather straps (£95) to 
classical chronographs on steel 
mesh bracelets for £189. For 
ladies there are delicate styles 
set with CZ or Swarovski crystals 
selling for £125-139. 


JUNKERS AND ZEPPELIN 


BQ WATCHES 

THE ROLEX SPECIALIST 


The market for pre-owned luxury 
watches is showing no signs of cooling 
in 2018, in fact it is heating up with new 
players aiming to legitimise the buying 
and selling of vintage and near new 
pieces. BQ Watches has been ever¬ 
present at Jewellery & Watch for many 
years, and its stand is always one of 
the most popular as people clamour 
for affordable Rolexes and other Swiss- 
made treasures. 
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FRONT /RETAIL SALES DATA 


Full year sales rise by over 9 percent 

GFK HAS COMPLETED ITS ANALYSIS OF 2017 AND REPORTED A 9.1% RISE IN THE TOTAL VALUE OF SALES DESPITE 
THE VOLUME OF WATCHES SOLD FALLING BY ALMOST 12%. ROB CORDER PICKS OVER THE WINNERS AND LOSERS. 


T The pace of monthly growth in the 

value of watch sales has been slowing 
in Great Britain since April this year, 
but still ended 2017 with annual sales a 
healthy 9.1% up on 2016. 

In the latest update from retail analyst GfK, year-on- 
year growth in the value of sales for the month of 
December was 2.8% over the same month in 2016. 

The luxury end of the market outperformed the 
fashion and lifestyle segment with growth in the 
value of sales for watches priced at over £1000 
up in December by 20.3%. This compares to an 
average 14% decline in the value of sales for sub- 
£500 watches. For the whole of 2017 the value 
of watch sales priced at over £1000 was up 22.1% 


over 2016. The average price of every watch sold 
in the UK last year rose by a staggering 22.6% 
over 2016, reflecting the shift towards higher sales 
of luxury watches, and also the hike in prices by 
prestige watchmakers following the Brexit vote. 

The total value of online sales in December 
dipped by 3.1%, most likely a further sign of 
the weakness of the fashion end of the watch 
market, which accounts for a larger proportion of 
ecommerce sales than expensive watches. 

The annual growth in the value of watch sales in 
London slowed to still healthy 6.5% in December. 
London is a much stronger market in the summer 
months when tourists arrive than in the more 
domestically focused pre-Christmas period. 



This data is supplied by 
GfK, the UK’s leading ana¬ 
lyst of retail performance 
and consumer confidence. 
For information please 
visit www.gfk.com 
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RETAIL SALES DATA/ FRONT 
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MEET THE BOSSES 


ANNA BLACKBURN WORKED HER WAY UP FROM SHOP FLOOR TRAINEE IN 1997 TO BECOME CHIEF EXECUTIVE 
OF BEAVERBROOKS FOUR YEARS AGO. THIS YEAR, SHE HAS EARNED A SEAT ON THE BOARD, ONLY THE SECOND 
PERSON FROM OUTSIDE THE FOUNDING FAMILIES TO HAVE DONE SO. IT IS A MASSIVE VOTE OF CONFIDENCE 
FROM CHAIRMAN MARKADLESTONE, AND A STATEMENT ABOUT THE IMPORTANCE OF THE TWO LEADERS 
WORKING TOGETHER FOR THE NEXT DECADE AND BEYOND TO MAINTAIN THE VALUES OF BEAVERBROOKS AT THE 
SAME TIME AS SHOOTING FOR AMBITIOUS COMMERCIAL GROWTH, THEY TELL WATCHPRO’S ROB CORDER. 


Above 

Anna Blackburn, the 
newest member of 
the Beaverbrooks 
board 


W atchPro: Ithasbeen 
a year since we last 
sat down for abig 
interview. What 

have been the key highlights and 
developments since then? 

Mark Adlestone: We have some 
wonderful news, which is Anna 
Blackburn has now become a director 
of Beaverbrooks, and will take the title 
of managing director. This is a really 
big deal for me, the company and for 
Anna because she is only the second 
non-family member to become a 
director. And she is certainly the 
first non-family member to become 
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managing director; the only other 
non-family member of the board 
was financial director. It reflects the 
amazing four years that Anna has had 
as chief executive, the success we 
have had over that time in terms of 
profitability, the strength and stability 
that we now see in the company, and 
also from my point of view it is really 
important because I need a partner to 
work with. 

WatchPro: Most business owners 
when constituting aboard of 
directors will want different 
skills and experiences around 


the table. Some will look to cover 
off certain weaknesses. Is that 
what you are doing here? 

MA: I think it is a truism that most 
good leaders will surround themselves 
with people who are better than 
themselves. The one thing that Anna 
has that I do not have and never could 
have is an oversight into the business 
because she started as a graduate 
trainee in 1998.1 am a family member, 
born with a silver spoon. As much 
as I have worked to get close to our 
people, it is just a different relationship. 
Bringing together an insider and an 
outsider is working really well. 
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WatchPro: Is there any sort of yin 
and yang in terms of personality 
typesbetweenyou? 

Anna Blackburn: I would say Mark is 
the calmer of the two of us. I am high 
energy while Mark is a little bit more 
level, but we do chop and change. We 
know each other very well and where 
we want to get to. We enhance each 
other. 

MA: Our people do feel part of the 
family. It sounds like a cliche but is 
actually true. This is part of why it was 
ultimately an easy decision to bring 
Anna onto the board. 

There was the serious option of 
going outside the company to look for 
an external CEO. That person would 
have brought in skills. Culturally, I am 
not saying it could not have worked, 
but this for me is a much better 
solution. 

WatchPro: Over the years Anna, 
while you have been chief 
executive, how did you resolve 
disagreements between the two 
of you? 

AB: The biggest disagreement we 
had was when I first became chief 
executive and we went through a 
consultation on salaries. We had 
moved to a system where we got rid 
of all sales bonuses and took people to 
a higher rate of pay without bonuses 
with a view to them delivering better 
results on a more consistent basis. In 
effect, adding the bonus to the salary, 
regardless of performance, which did 
not work. 

We were at a point where our 
profitability was much, much lower. 

We were getting nowhere near the 
turnover we expected to justify those 
salaries. Almost as soon as I was 
appointed as chief executive I said 


we have made a mistake. We need to 
communicate to our people that we 
have made a mistake and find a way 
to rectify it that would entail reducing 
salaries and reintroducing bonuses. 

MA: This is a good example of the 
difference between consultation and 
consenus. Everybody was saying no, 

I was initially saying no, the executive 
team was saying no. They weren’t 
saying no for themselves, but for their 
colleagues because they felt it was 
unfair. 

AB: As we went through the 
process, Simon Smith [head of retail] 
and I learned that there were a 
number of managers that had gone to 
Mark to say that they were not happy 
and did not want it to happen. That 
was having an impact on sales. 

Simon and I decided we would get 
the people with the strongest views 
together and have the conversation 
with them. When we presented the 
facts to them of where we were as 
a company and where we should 
have been, how we were going to 
plug the deficit, how we were going 
to grow the company in the future... 
we debated, we talked about what we 
need to achieve, and by the end of 
those meetings the managers agreed 
that it was not fair that all sales people 
earned the same; it was not fair that 
that people who were not performing 
got the same as people that were 
over-performing. They ultimately 
agreed that the only way we could 
rectify that problem was for people 
to take pay cuts and re-introduce 
bonuses. 

WatchPro: I can image the 
argument your managers would 
have made was that the mistake 
was made by the company, and it 


is the company that will have to 
find a way to correct it over a few 
years. 

MA: That’s right, but Anna made the 
right decision rather than the easy 
decision. This is the sort of thing that 
has given me confidence in Anna 
over the four years she has been 
chief executive: seeing how she has 
performed, seeing how people in the 
business respect and love her. 


WatchPro: When we last spoke, 
you were reporting sales over the 
previous two years - 2015 and 
2016 - of just under £120 million. 
Profit in 2016 showed profit 
down. How has tradingbeen 
since then in 2017? 

MA: Turnover for the financial year 
that ends in February 2018 is looking 
to be in excess of £126 million with 
operating profit of over £13 million. 

We opened two shops last year in 
Bracknell and Guildford. We have no 
plans to open any shops this year, but 
we have plans beyond that. We have 
not closed any shops. It is possible 
that the odd one or two will close in 
the future as we come to the end of 
leases. 

In terms of growth, we are 
ambitious, but not Aurum ambitious. 
What really motivates me is that we 
have this wonderful business and 
wonderful culture that generates great 
profits. As much as it is possible, I want 
to protect that, grow it for the future, 
and create a legacy. Anna joins me as 
MD because she shares that passion. 

Where this business going to be 
in 10 years time is what matters to 
me. We are not looking to sell this 
company, and that is a fundamental 
difference to other businesses. I want 
to protect it and grow it for the family 


Above left to right 

Beaverbrooks gives 
a trading update to 
include 2017-18. 
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Above 

MarkAdlestone, 
chairman of Beaver- 
brooks. 


and fundamentally for the employees. 
That is a shared vision that Anna and 
I have and why it would have been 
wrong to have brought in a chief 
executive from outside the business. 

AB: The thought of an outside 
CEO scared the living daylights out 
of me. At that point I had been with 
the company for 15 years and I knew 
that it would be incredibly difficult 
for an outside CEO to get that value 
alignment. 

MA: Even if I had found a chief 
executive that shared our values, 
and that is a big if, everybody knows 
that chief executives are typically in 
post for relatively short periods of 
around five years. I was chatting to 
the chairman of eBay this summer. 

He said to me that ideally a chief 
executive should not be in a place for 
more than six or seven years because 
what tends to happen is that they are 
really driving and pushing for the first 
three or four years, and after that they 
are not as ambitious. Companies then 
need to bring in a new chief executive 
to start pushing again. 

Had I bought in a chief executive at 


the time I promoted Anna to the role, 
that person might well be leaving us 
about now. So I am really looking long 
term. 

WatchPro: Tell me about your 
annual conference. What are 
the headlines issues you willbe 
talking about this year? 

AB: As well as talking through our 
performance and business objectives, 
the theme is always about enriching 
lives. Last year it was around charity, 
and we will continue to do that. This 
year we want to talk about personal 
wellbeing. We want to make sure that 
they have the right balance. 

MA: We pay a lot of attention to 
the Best Companies to Work For 
surveys, and one of the areas we 
need to improve on is in wellbeing. 

This does not just come down to me 
as a paternalist telling people how to 
improve their general wellbeing, Anna 
encourages people to think about how 
they can improve themselves and we 
can then facilitate that. Individuals have 
to take ownership and responsibility 
for their own wellbeing. 


AB: Culturally, one of the best things 
we have done as a company was to 
build on Mark’s paternalistic outlook, 
which made us a great employer 
because we would give and give and 
give. What we then recognised was 
that our role is not to just be a great 
employer, but also to create a great 
workplace. We have 71 stores, and we 
need to make sure that each one of 
those stores as well as our head office 
are great places to work that improve 
people’s wellbeing. 

The retail environment can be 
seven days a week, 15 hours a day. 
That is not an easy place to take 
care of yourself, so we need to 
redefine what wellbeing means within 
Beaverbrooks. 

MA: It is too easy for people to just 
grab a McDonalds or a Kentucky. 

AB: Wellbeing is about physical, 
mental and emotional health, and we 
want to do something at conference 
that helps our managers to be strong 
for their teams, but not to become so 
maternalistic or paternalistic that their 
teams become reliant on them to 
solve all their problems. 

Individual resilience is something 
we talk about. Wellbeing is a shared 
responsibility. We can do so much but 
there has to be a balance. 

WatchPro: You mentioned eating 
too much fast food in the context 
of improving the workplace. If 
that came across to your staff as, 
you caring about their waistlines 
or judging them on their 
waistlines, are you comfortable 
with that? 

AB: There is a difference between 
caring and judging. 

WatchPro: Absolutely,but how 
do you ensure it comes across to 
your teams the right way? 

AB: We have the right culture. People 
know in essence that we genuinely 
care about our people. It isn’t about 
flagging somebody as obese and 
asking them what they are doing 
about it. It is about educating people. 

The gym I go to has two posters on 
the wall that I like. One says that you 
can’t out-exercise a bad diet. The other 
one is that your workout is only 4% of 
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your day, so there is no excuse not to 
find that time to exercise. We need to 
help educate people about that sort 
of thing. 

WatchPro: The UK watch market 
hasbeen operating at two 
different speeds. There has 
been a slow lane with struggling 
sales of less expensive watches, 
particularly on the high street, 
and a fast lane of soaring 
luxury watch sales, especially 
in London. Where do you see 
Beaverbrooks now, and where 
would you like to go in the future? 
MA: Where we are strong, albeit 
without Rolex or Patek Philippe, is with 
Swiss watches. We do well with that. 
We are also strong with diamonds 
and our own jewellery has been 
performing well. 

AB: We have started to see some 
signs of fashion watches coming 
back - nowhere to the extent that it 
was - but certainly some of the newer 
fashion brands are doing better. Olivia 
Burton, Armani, Vivianne Westwood, 
Hugo Boss are all doing well. Even 
Michael Kors has now found its level 
and is still a good earner. 

WatchPro: How much has that 
business moved online? Are 


rising online sales compensating 
for continuing falls in your 
physical stores? 

AB: No, it has levelled off across the 
board. It was dropping off a cliff for 
quite a while and now it has found a 
nice level. We have pulled back from 
a number of fashion brands, and have 
kept the strongest performers. We 
don’t want to collect brands, they have 
to provide a return on investment. 

WatchPro: Securing agencies for 
the best-selling Swiss watches is 
not just a national battle between 
multiples, it is a city-by-city fight 
for every shop to secure the most 
desirable brands. 

MA: Very much so, and that will inform 
our strategy going forward. 

WatchPro: How do you approach 
that. If I am the general manager 
for the Beaverbrooks store in 
Canterbury and I am desperate 
to sell Omega, is there anything I 
can do? 

MA: There is nothing they can do. 
They would all love to have Omega 
and Breitling; in some cases they 
would love to have TAG because 
we do not have TAG in every store. 

But, interestingly, we still have good 
businesses where we don’t have 


those brands. We would always prefer 
to have them, but we can do good 
business without them. 

WatchPro: Perhaps 1 attach too 
much importance to securing 
the biggest Swiss brands. There 
have alwaysbeen thousands 
of successful jewellersupand 
down the country that do not 
have Rolex. Operating profit 
for Beaverbrooks is three times 
higher than Fraser Hart, which 
does have Rolex. Ernest Jones 
stores look fantastic without 
Rolex. 

MA: I agree, Ernest Jones has done an 
excellent job since they lost Rolex. 

WatchPro: Cartier looks excellent 
in some Ernest Jones stores. 

Is that a brand that you would 
consider? 

MA: It has very limited distribution and 
is a super brand. 

WatchPro: 1 would love to see 
Cartier with wider distribution. It 
is the perfect brand for a shop-in- 
shop or franchised monobrand 
boutique because it has jewellery 
as well as watches. 

MA: You are spot on. 
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Beaverbrooks in 
Westfield Stratford 
will be extended to 
create an Omega 
branded boutique. 
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WatchPro: Do you workshop 
scenarios over a ten year 
plan where you might work 
with a brand like Cartier? Do 
you assume that you will not 
get Rolex and come up with 
alternative growth scenarios? 
MA: We might not get Rolex in 
Beaverbrooks, but who knows where 
our Whittles-type business will go 
[Whittles, a Rolex agent in Preston, is 
49% owned by Beaverbrooks], 

AB: We need to put our best foot 
forward with Whittles as it is, and then 
look at how we might expand that in 
the future. We are in this for the long 
haul, so it is not about short term gain. 

MA: We are happy with the 
business as it is now, but we also 
understand that a business must not 
stand still and must move forward. We 
are acutely aware of that. 


Above 

Whittles of Preston 
has been 49% 
owned by Beaver¬ 
brooks since 2016. 


WatchPro: What sort of challenges 
does abusiness face when 
growth of turnover stalls and 
profits dip, as they did in 2016 
for Beaverbrooks in 2016-17, in 
terms of morale, recruitment, 
momentum, coming up with new 
ideas? 
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AB: If you look back to how the 
business was performing when I took 
over as CEO and imagined that it 
might generate profit of £50 million 
over the next four years, anybody 
would have snapped their hand off for 
that. What I wanted to do when I took 
over was deliver a consistent level of 
much higher profit and I think we have 
done that. 

Next year, the 100th anniversary is 
a springboard to take us to the next 
level, and we will be looking to do 
more. 

MA: One of the things I would 
like to draw attention to is the share 
buybacks we have been managing 
over recent years. All of that has been 
done within cashflow of the business, 
we have not borrowed. I quite like that 
as a concept. We have no debt, and I 
would like to keep it that way. 

WatchPro: You have been doing 
around £12 million per year in 
operating profits in recent years. 
How much of that drops through 
to the bottom line in retained 
profits that can be invested in the 
future growth of the business? 

MA: After operating profit you have 
distribution to directors, dividends, 
profit share to senior managers and 
managers, charitable contributions 
and tax. You are probably talking 
about around £4 million of retained 
profit after that. 

WatchPro: That sort of money, 
particularly accumulating over 
four years, gives you a healthy 
war chest as you prepare for your 
lOOth anniversary year in 2019. 
MA: Yes, but don’t forget there is 
still the process of clearing up the 
shareholding, we are pretty close now 
but it is still ongoing. 

AB: We have a very unique and 
special story, and we need to be 
clear on how that translates for our 
customers, and how we use it to grow 
our competitive advantages. 

WatchPro: I would have thought 
it is easier to tell a unique 
Beaverbrooks story through 
jewellery than it is through Swiss 
watches. 


MA: That is a big strength of ours and 
gives us our own identity. It is also a 
great profit centre for us. However, 
we do need the Swiss watches to 
complete the story. We believe that 
the quality of our jewellery matches 
the Swiss watches that we sell, which 
is not necessarily always the case with 
others. 

WatchPro: The jewellery market 
has alsobeen performing 
in starkly different ways 
this decade, with Pandora 
franchisees growingfar faster 
than any other businesses. 

Why did you choose not to get 
involved with that? 

MA: It wasn’t a choice. We misjudged 
it; we did not push hard enough; and 
they did not want us because we were 
a big bad multiple. It is a fascinating 
story, probably the story of the past 
decade, and we have not been part 
of it. So you have Pandora, Rolex and 
Patek, and we have not been part of 
any of them. And, you know what? We 
have still been going OK. 

WatchPro: Being a traditional 
family jeweller, as you describe 
Beaverbrooks, has been 
extremely difficult over the 
past decade, starting with the 
financial crash and the spike in 
the gold price to almost $2000, 
and the way that opened the door 
to the silver brands. 

MA: It has been tough, but where we 
have continued to do well is in bridal, 
throughout all that, and we have 
adapted our jewellery. 

AB: At the lower end our silver has 
done very well. There is a balance 
about knowing your customer and 
knowing your market. If you look at 
Mappin & Webb, because they have 
Rolex, because they have the higher 
end brands, some of their jewellery 
will be a step above. For us, we have 
worked with brands, and pulled back 
from them when they have not 
performed. We have improved our 
own jewellery. It is all about agility at 
that end of the jewellery market. 

MA: We recognise that, in order 
to protect the Beaverbrooks brand, 
it is really important with the Swiss 
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watches and with our own jewellery 
that we do not over-index in Swiss to 
the detriment of our own business. 

AB: Quality across the portfolio is 
vitally important. Even at the fashion 
end of the watch market we stock 
high quality brands that appeal to 
our customers. Jewellery is the same, 
whether we are talking about bridal or 
silver and CZ, it has to be quality. 

WatchPro: What do you focus on to 
pull people into your shops? Is it 
bridal, Swiss watches? 

MA: First is location. We have to be in 
the heart of things. Then it is the brand 
name of Beaverbrooks. It is the layout 
of the store. 

AB: The brands position your stores 
in the consumers’ eyes. So if you have 
got Rolex, it positions you as a certain 
type of jeweller. If you have TAG 
Heuer, it appeals to a wider market 
and people immediately know they 
are looking at a quality establishment. 

WatchPro: Speaking of location, 
we spoke a year ago about under¬ 


indexing in the red hot central 
London market. 

MA: Yes, and since then you have 
told us about retail developments at 
Kings Cross and Battersea, and we 
are looking at those. Where we are 
even more focused is the Brent Cross 
regeneration and extension in 2022, 
Westfield Croydon of course. They are 
the big ones. We are not sure about 
Battersea and Kings Cross; we are not 
saying no, we are just not sure. 

We are not overly fixated on this 
central London thing. We are a 
national company that appeals to 
the aspirational and affordable luxury 
customer. Our core market is never 
going to be in central London. 

WatchPro: Would yousay 
Beaverbrooks is more focused on 
domestic customers than some 
of your competitors? 

AB: The tourist market has never been 
that big for us. 

WatchPro: Which might explain 
your stability over recent years? 


MA: We do well in the provinces. We 
are Mr and Mrs Middle England. 

WatchPro: Youmentionedbefore 
we started recording that you are 
opening an Omega monobrand 
store. Can you tell me about that? 

AB: We opened in Westfield Stratford 
[East London] in December 2016 
and we are now going to be taking 
a unit next door to that store, which 
is currently Neal’s Yard. We will be 
reconfiguring the whole space to give 
us an Omega boutique. There is a 
lot of work to do. First we will move 
Beaverbrooks next door into the 
new unit, then we will reconfigure the 
original space, move back into it and 
then turn the Neal’s Yard space into 
an Omega boutique. We will even be 
nicking a bit of the original space to 
make the Omega boutique bigger and 
adding a mezzanine floor. 

It will be a real destination and we 
are very excited about it. 

WatchPro: Can we talk about 
Whittles deal, where at the back 
end of 2016 youbought 49% of 
a single store, family jeweller 
with a Rolex agency in Preston. 

Is that the first of a new type of 
expansion for the Beaverbrooks 
business? 

MA: The sensitivity rests with Rolex. 
The answer to your question is that 
yes, it is the first of what we hope will 
be more. I don’t think we will make 
any further moves this year or even 
next year. It will be at a time when 
Rolex feels more comfortable with 
us. We would probably want to buy 
another independent jeweller that has 
Rolex, and to do that we need to have 
Richard De Leyser on side, and we are 
too early for that. 

We have got to see how the 
extension goes at Whittles [opening 
up the store into a neighbouring unit 
to create a Rolex boutique area], and 
make sure Rolex is comfortable with 
that. The truth is that we are some way 
off, it is all about timing. 

There will always be opportunities 
to buy businesses like Whittles, but 
ultimately we have to have Rolex 
on board. We are playing the longer 
game. 'T 


Above 

Beaverbrooks teams 
celebrate opening 
new stores in Brack¬ 
nell and Guildford. 
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BIG DATA / BRITAIN’S TOP 10 WATCH BUSINESSES 


STATE OF THE NATION’S 
WATCH RETAILERS 

THE 2016-17 FINANCIAL YEAR WAS A RECORD-BREAKER FOR BRITAIN’S BIGGEST WATCH AND JEWELLERY MULTIPLES. 

DRIVEN BY A POST-BREXIT VOTE BOOM THAT CRASHED THE POUND, THE TOP END OF THE MARKET WAS RED HOT FROM THE 
SUMMER OF 2016 ONWARDS AS HIGH SPENDING TOURISTS FLOODED INTO THE COUNTRY. BUT THIS IS NOT THE ONLY STORY 
UNEARTHED WITHIN OUR ANALYSIS. MASS MARKET BRANDS AND EVEN PRE-OWNED WATCHES ALL CONTRIBUTE TO THE 
SALES OF OUR TOP 10 MULTIPLES, WHICH COLLECTIVELY ADDED UP TO OVER £1.6 BILLION. 


I n November last year, WatchPro published its first State 
of the Nation report with analysis of the top 10 watch 
businesses operating in the UK. This month, we turn our 
attention closer to the sharp end of the industry, with 
analysis of the top 10 retail groups operating in the UK. 
All of the information is taken from accounts published at 
Companies House, with the exception of a small number of 
figures that have been given verbally to WatchPro directly from 
owners or chief executives. 

The major groups operate more than one retail brand in the 
UK. Aurum Holdings’ figures are made up of sales and operating 
profits from Goldsmiths, Mappin & Webb, Watches of Switzerland, 
Watchshop and The Watch Lab. UK Jewelry, the UK division of 
Signet Jewelers, comprises H.Samuel and Ernest Jones. W R Ferris 
is responsible for Swag and Burrells. In each case, we are unable 
to break down the figures into these individual retail brands. Nor 
are we able to separate watch sales from jewellery sales. Boodles, 
despite selling top-end Patek Philippe timepieces, is much more 
of a jewellery business. Watchfinder is the only company that 
generates 100% of its sales from watches. 

Aurum Holdings was the biggest group in the UK in the 2016- 
17 financial year, overtaking UK Jewelry for the first time over 
the period that we have looked at. The growth of Aurum is all 
the more impressive because, with the exception of The Watch 
Lab, it has all been achieved from building its own physical and 
online stores, most notably the “golden triangle” of Watches of 
Switzerland stores in London’s Knightsbridge, Oxford Street and 
Regent Street. Its private eguity owner has not balked at this 
massive investments, which has rapidly increased its market 
share, although its operating profit are far from stellar. 

UK Jewelry is far more profitable, although the US-based 
operation has much lower head office costs because most 
functions are run out of its American HQ. 

Beaverbrooks is celebrating its 100th anniversary in 2019, and 
remains a family business headed by chairman Mark Adlestone, 
a descendent of its original founder. He was joined at the top 
table in 2013 by Anna Blackburn, who worked her way up to the 
position of chief executive from a shop floor trainee position 20 
years ago. She joined the board of directors at the start of 2018, 
a wise move given the dramatic rise in profits the company has 
enjoyed since she took the top job. 

Watchfinder may be the biggest shock to people reading 
this report. Few people had considered pre-owned watches as 


anything more than a low-margin sideline to their more profitable new 
watch and jewellery business. Watchfinder has proved that the appetite 
for properly polished, cleaned, serviced and guaranteed pre-owned 
watches is almost limitless in the UK, recording sales of £86.6 million in its 
2016-17 financial year and operating profit of £5.5 million. 

The top 10 collectively generated sales of £1.56 billion in 2016-17. That 
excludes TH Baker, which will almost certainly record sales of over £60 
million when its accounts are published for 2016-17. Add in £60 million 
and turnover will have risen by 7% over 2015-16 and by 40% over 2011-12. 

Rob Corder 
Managing Editor ; WatchPro 


SIGNIFICANT OTHERS 


Just outside the top 10 are two businesses that deserve 
a special mention because they will be challenging for a 
place on the list when we compile it again in 12 months’ time. 
Chisholm Hunter has been on a dramatic upward trajectory, 
almost doubling its turnover from £19 million to £36 million 
since 2012-13. The company’s latest store, which opened in 
Edinburgh in 2017, is also its biggest and likely to add several 
million pounds to turnover next year. 

George Pragnell is a similar case, although its new store, 
a sumptuous luxury boutique in London’s Mayfair, opened 
at the end of 2017 so won’t contribute a full year of sales to 
its next financial year. However, its 2016-17 turnover of £37 
million is nipping at the heels of both Chisholm Hunter and 
WR Ferris. 

A special mention should also go to Harrods. The 
Knightsbridge department store’s Fine Watch Room is 
one of the world’s most important destination for top-end 
timepieces, and almost certainly sells more six-figure 
watches than any other shop in the UK. On a pounds per 
square foot calculation, it is probably the most valuable 
watch retailer in the country, but does not publish any 
breakdown by department of its £2.1 billion retail sales in the 
UK in 2016-17. 


n 


One other company to note is Links of London, which 
does sell its own watch collections, but the jewellery is so 
dominant that we felt it was not suitable for the list. Had we 
included the company, it would have come in at number 10 
with sales of £49 million. 
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1. AURUM HOLDINGS 

Aurum Holdings is the only company among the top 10 retail groups 
we have researched that has not had its 2016-17 accounts published 
by Companies House. However, WatchPro has been given a trading 
update by the group’s chief executive Brian Duffy, in which he said 
that turnover hit £565 million, a 24.5% increase over 2015-16. We have 
not been given any information about operating profit for the group 
since the 2015-16 financial year. 

Aurum Holdings comprises Goldsmiths with around 100 doors, 
including monobrands for TAG Heuer and Breitling; Mappin & Webb 
with 14 doors; Watches of Switzerland with 13, including monobrand 
Rolex showrooms and airport boutiques; The Watch Lab (bought for 
£5.4 million in 2016) has 22 outlets and Watchshop is purely an online 
business without physical stores. 

There is every chance that 27 Watches of Switzerland and Mappin 
& Webb contribute as much to group sales as 100 Goldsmiths 
because of the higher value jewellery and watches that they sell. 
Watches of Switzerland also benefits from three prime central 
London locations and duty free positions at Heathrow Airport. 

Aurum Holdings has more Rolex agencies than any other retail 
group with around 50 across its retail estate. 


VITAL STATISTICS 

Turnover FY17: £565 million (+25%) 

Number of physical stores: 149, Employees (May 2016): 1714 


Aurum Holdings Ltd turnover (£m) 
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Aurum Holdings operating profit (£m) 
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2. UK JEWELRY 


UK Jewelry is the name of Signet Jewelers’ British operations 
comprising Ernest Jones and H.Samuel. US-based Signet Jewelers 
is a $6.4 billion publicly listed company with an annual report that 
runs to 199 pages and provides a great deal of detail about its UK 
business. 

In its 2017 financial year, which ended January 28,2017, H.Samuel 
had 304 stores and Ernest Jones had 204. Despite having one third 
fewer stores, the higher average transaction values at Ernest Jones 
helped it match its value-focused stablemate with sales of £245 
million each contributing to a total for UK Jewelry of £490 million. 

Operating profit from UK Jewelry in FY17 was $45.6 (c.£35m), a 
fall of 11.1% at constant exchange rates over the prior year. 

While we have made a conversion from dollars into pounds 
for the latest financial year, please note that the graphs we show 
here are in dollars and cover a period when the exchange rate has 
fluctuated from almost $2 to the pound to $1.2 to the pound in the 
aftermath of Brexit. 


VITAL STATISTICS 

Turnover: £490.25 million (+3.6%), Operating Profit: £34.5 million (-26%) 
H.Samuel: 304 stores with sales of £245m, 

Ernest Jones: 2014 stores with sales of £245m 


UK Jewelry Turnover ($millions) 
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3. BEAVERBOOKS 

Operating profit for Beaverbrooks is reported as the total profit 
before distribution of profit share, charitable donations, taxation 
and dividends. The charitable donations element is particularly 
significant to the business, which prides itself as much on its 
altruism and generous spirit as it does on its profit. 

That said, it is clear there was a significant improvement in the 
profitability of Beaverbrooks in 2014, soon after Anna Blackburn 
was promoted to become chief executive for the 69-store multiple. 

The most recent financial year, where sales were maintained at 
£119 million for a second consecutive year, is likely to have been the 
most challenging for the business since Ms Blackburn stepped up 
to run Beaverbrooks with chairman Mark Adlestone. The UK watch 
business was booming on the back of the post-Brexit weak pound, 
but the hottest areas of the market - luxury Swiss watches sold at 
soaring prices in tourist hotspots like London - are areas where 
Beaverbrooks is underweight. Yes, it sells Breitling, TAG Heuer and 
Omega, all top 10 brands, but it lacks the pulling power of Rolex, 
Patek Philippe or even Cartier. 

If the value and affordable luxury part of the watch industry 
continues to struggle, Beaverbrooks will need to beef up other 
parts of its business to compensate. 


VITAL STATISTICS 

Turnover: £119 million (+0.01%), Operating Profit: £12.29 million (-19.2%) 

Employees (Feb 2017): 916, Doors (Feb 2017): 69 



£16 

Beaverbrooks operating profit (£m) 

£14 

£12 





1 

£10 

£8 




£6 

£4 

£2 

cn 

n R 1 a 

J 

LU 

2011-12 ' 2012-13 ' 2013-14 ' 2014-15 ' 2015-16 ' 2016-17 


4. WATCHFINDER 


Prestige pre-owned watch business Watchfinder has been named 
in the Sunday Times Virgin Fast Track 100 list for the past three 
years in a row. A statement accompanying the news in December 
last year said that the business now has annual turnover of £120 
million, which would be almost 50% higher than the £85 million 
reported in its most recent accounts published at Companies 
House that cover the financial year ending March 2017. 

Watchfinder has been trading since 2002, but spent the first ten 
years fighting its way to turnover of £16 million and operating profit 
of £600,000 in 2012. The business today is more than five times 
that size with sales of £85 million and operating profit of £5 million. 

The company says it has sold watches worth more than £450 
in its first 15 years and that has provided the foundation and 
headroom for its current growth. 

The service centre in Maidstone is staffed by highly skilled 
watchmakers who work quickly, efficiently and to standards 
required by the Swiss. The financial muscle of the business has 
been put to good use with high profile sponsorships and other 
advertising raising the profile of the Watchfinder name. There is 
more competition in the pre-owned market today, but they face 
massive barriers to ramp up to the scale of Watchfinder. 


VITAL STATISTICS 

Turnover: £ 86.65 million (+43%), Operating Profit: £5.53 million (+66%) 

Employees (March 2017): 157, Doors: 7 


Watchfinder.co.uk Ltd Turnover (Emillions) 



Watchfinder.co.uk Ltd operating profit (£m) 
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5. FRASER HART 

Fraser Hart was founded in Glasgow in the 1940s and was acquired 
by Anthony Nicholas Group in 2007. In the decade that the chain has 
been under new ownership, it has increased its number of stores to 
39 and is currently working through a fundamental repositioning that 
will see it align its jewellery, store design and watches at the premium 
end of the market. 

“It is probably the biggest change we have made to our business 
in the past 10 years. It is driving everything we do, and is all framed 
by a clear vision on what our target market is. It is about a quality 
proposition on products and a breadth of products across luxury 
watches and a strong bridal and general jewellery portfolio,” Fraser 
Hart chief executive Noel Coyle told WatchPro in August 2017. 

The strategy kicked into high gear in 2017 building on a successful 
2016-17 in which operating profit increased by 31% to £4.6 million 
from sales of £81 million. 


VITAL STATISTICS 

Turnover (2016-17): £ 81 million (+6%), Operating Profit: £4.6 million (+31%), 

Employees (June 2015): 466, Doors: 39 



Fraser Hart operating profit (£m) 
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6. BUCHERER 

The company formerly known as The Watch Gallery (and DM 
London before that) is now wholly owned by Swiss luxury jewellery 
and watch giant Bucherer. The business was acquired in March 
2017 for an undisclosed price, and began trading under the 
Bucherer banner from October. 

Prior to the acquisition being announced, the 2016-17 financial 
year was already exceptional with sales increasing by 34% to £737 
million and operating profit increasing by 148% to £5.65 million. The 
business could hardly have been better placed to take advantage 
of the flood of high-spending tourists who hit London after Brexit 
crashed the pound. 

It runs the Wonder Room for fine watches in London’s Selfridges, 
it has the largest monobrand Rolex boutique in the UK located in 
Knightsbridge, and two stores - now branded as Bucherer - in 
Covent Garden and the Westfield shopping centre in West London. 
Bucherer.com is also the second largest online retailer of luxury 
Swiss watches, behind only Watches of Switzerland for web traffic, 
according to measurement service Similarweb. 


VITAL STATISTICS 

Turnover: £ 73.7 million (+36%), Operating Profit: £5.65 million (+148%) 

Doors (Feb 2017): 4 
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PATEK PHILIPPE 


Audemars Piguet breitling 


Cartier 


HUBLOT 


IWC tjAEGER-LECoULTRp, DMFf^A 


ROLEX TAGHeuer 


WE WANT TO BUT YOUR 
CLIENT’S LUXURY WATCHES 

You can earn a healthy margin from buying your 
customers watches and selling them to us 



ROl-EX 

OYSTER PERPETUAL 
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mm 


• FREE Valuation - No minimum order 
Eree registration, no subscription fees 
No experience needed - we provide knowledge and expertise 
Immediate decisions and instant profits with no risks 
Speedy transaction - payment to you within the hour 
Insured postage paid by BQW [insured up to £15,000] 


Come & Visit us: 


JEWELLERY 
& WATCH 

4-8 FEBRUARY 2018 
NEC • BIRMINGHAM 


IT REALLY IS THIS SIMPLE... so call or email us now 

+44 (0>203 747 9036 * mfo@bqwatches.com 

BQW House, 1 Back Lane, Edgware, Middlesex HA8 QHS I bqwatches.com 
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7. BOODLES 

There is no published information on the breakdown between 
watches and jewellery sales for Boodles, but there is little doubt its 
fine jewellery is the foundation of the company’s success and the 
greatest contributor to its turnover and profit. 

Patek Philippe is the only watch brand sold by the company, and 
it does not offer it in every one of the 10 Boodles boutiques across 
the UK, which range from flagships in Liverpool and London to 
concessions within Harrods and prestigious hotels The Savoy and 
Grosvenor House. 

Boodles moved into new larger shops in Manchester and 
London’s Knightsbridge in the financial year ending February 2017, 
both of which have major Patek Philippe shop in shops, but this 
investment and disruption had little impact on its industry-leading 
profit margins. Turnover for FY17 was £67 million, flat on the prior 
year, and operating profit was up 8% at £11.26 million. 

The impact of the expansion in Manchester and Knightsbridge, 
plus the addition of a concession in Grosvenor House hotel, will be 
felt in the current financial year that is just ending. 


VITAL STATISTICS 

Turnover: £ 67.07 million (+0.3%), Operating Profit: £11.26 million (+8.4%) 

Employees: 103, Doors (Feb 2017): 9 
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8. F.HINDS 


If inexpensive fashion and lifestyle watches were weighing 
heavily on the sales and profits of F.Hinds in 2016-17, the business 
concealed it well. F.Hinds stocks watches in the difficult sub- 
£500 price range that saw the value of sales decline by over 12%, 
according to retail analyst GfK. 

F.Hinds is investing in upgrading and refreshing its store 
environment across the country and has improved its stock 
rotation, leading to operating profit rising 52% from £2.03 million 
to £3.08 million in the year to March 2017. Turnover in FY17 rose 
by 2.3% to £61.44 million, which is all the more impressive in 
comparison to H.Samuel, which saw sales dip by 1.5% in the same 
year. 

F.Hinds revealed a new flagship design at Manchester’s Trafford 
Centre during the 2016-17 year, which included a new colour 
scheme for its branding. The physical retail network increased to 
118 shops and the company says it is frustrated that it cannot open 
more town centre stores because the costs are too high to make 
them as profitable as shopping centre units. 


VITAL STATISTICS 

Turnover: £ 61.44 million (+2.3%), Operating Profit: £3.08 million (+51.7%) 

Employees: 737, Doors (Mar 2017): 118 


F.Hinds Ltd Turnover (Emillions) 
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9. T H BAKER 

T H Baker’s most recent financial results are for the 12 months ending 
October 31,2016, so are roughly six months less current than all other 
businesses we feature in this report. There was also a change in the 
reporting period in 2014, so there is a short year of March - October 
2014 that gives a false impression of a bad year in our graph. Before 
that, the end of year fell on February 28. 

Accounts for the most recent two years show a dramatic rise from 
what was a company trading at around £30 million turnover per year 
to one with sales nudging £60 million. Much of that growth has been 
achieved through the opening of new stores, many of which have 
been franchise shops for Pandora jewellery. Right now, the group has 
32 doors: 13 T H Baker, 18 Pandora and one Swarovski. 

Pandora remains the greatest mass market draw on the high 
street, and we will all have witnessed the need for crowd control at 
Pandora shops in shopping centres at Christmas. T H Baker invested 
early and fearlessly in the brand, and is reaping the rewards not only 
in sales, but also in expertise. Pandora and its partners understand 
the benefits of ‘Big Data’ better than any comparable business, and 
this these skills are being applied by T H Baker in its multibrand 
stores that stock Breitling, Omega, TAG Heuer Bremont and Longines 
among other prestige watch and jewellery brands. 


VITAL STATISTICS 

Turnover: £ 59.81 million (+23.5%), Operating Profit: £6.36 million (+13.4%) 

Employees: 507, Doors (Mar 2017): 32 


T H Baker Group Ltd Turnover (Emillions) 
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10. W R FERRIS (SWAG AND BURRELLS) 

W R Ferris is the name of the parent organisation of Swag and 
Burrells. Swag, with four stores in the South of England and a 
successful online business, operates at the value end of the 
jewellery and watch market with brands such as Cluse, Daniel 
Wellington and Flugo Boss. Burrells focuses on the higher end Swiss 
watch brands like Omega, TAG Fleuer, Bremont and even Blancpain 
in its two showrooms in Winchester and Tunbridge Wells. 

T&E Ferris is a sister company that runs 19 Pandora franchises. 
Both of the companies, as of last year became wholly owned by 
a holding company, Winchester Ploldings Limited, which notched 
group sales of £61.95 million in the year to April 2017. W R Ferris 
contributed £37.06 million of that turnover, and T&E Ferris delivered 
£51.4 million. The eagle-eyed among you will note that sales for the 
two subsidiaries added up to more than the turnover of the group. 
This is because the two subsidiaries sold goods to each other 
during the year. The genuine sales to consumers total is the £61.95 
million recorded by Winchester Holdings. 

W R Ferris (Swag and Burrells) appears to have had the more 
difficult year, with sales dipping by almost 10% to £37 million in 
2016-17 and operating profit slumping by 84% to just £124,000. 


VITAL STATISTICS 

Turnover: £ 37.06 million (-10%), Operating Profit: £124,000 (-84%) 

Employees: 106 



W R Ferris Ltd (Swag & Burrells) operating profit (£m) 
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2018 TREND REPORT 

SALON INTERNATIONAL DE HAUTE HORLOGERIE (SIHH) IS A SHOW WITH FEWER THAN 40 EXHIBITORS, 

BUT ITS SIZE, INFLUENCE AND IMPORTANCE IS GROWING AT A TIME BASELWORLD WITH ITS 1000 STANDS IS 
CONSOLIDATING. ITS TIMING IN JANUARY MARKS THE START OF A NEW HOROLOGICAL YEAR, AND WATCHPRO WAS 
ON SITE TO SOAK UP THE NEWS, GOSSIP, HOT TRENDS AND INSPIRATIONAL WATCH LAUNCHES. 


atchPro tours 
SIHH with a 
little black 
book in which 
we create a 
table of the design and business 
trends we notice throughout 
the exhibition. Will it be blue 
watches everywhere? Are case 
sizes getting smaller? Is yellow 
gold making a comeback? These 
and many answers are scratched 
into the table as aide memoires 
to be used in the writing of this 
article. And we do not rely solely 
on our own views. We button 


hole retailers on the show floor, 
and swap thoughts with the 
dozens of other watch journalists 
working the exhibition. 

Observation number one is 
that exhibitors at SIHH this year 
were planning and designing their 
watches at a time of considerable 
fear for the future health of their 
industry. Product development 
cycles are many years long, so it is 
worth remembering that, despite a 
year of continuous growth in Swiss 
watch exports since February, 2017, 
the recent upturn came after two 
years of retreat, and the added 


threat that Apple watch and other 
smartwatches from the tech giants 
could cause another 1970s-style 
crisis. 

It is little wonder, then, that this 
was a safety-first year for Richemont 
brands and other members of the 
Federation de Haute Horlogerie. The 
watch maisons’ banker collections 
were given incremental tweaks such 
as new strap materials and colours, 
slightly smaller sizes. Anything that 
retailers have found difficult to sell in 
2017 has been guickly retired, so the 
sguare dials and use of materials like 
bronze have all but vanished. 
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If it has been selling well, the 
brands are giving more of it. Classic 
blue and white dialled circular 
watches are the best example; 
they were everywhere again. 

IWC has gone blue, white and 
round in every watch associated 
with its 150th anniversary year, 
launching several models in its 
Portugieser, Da Vinci, Pilot and 
Portofino families. Mainstream and 
commercial complications and 
embellishments were spread out 
throughout the Jubilee watches, 
giving a highly saleable option for 
pretty much every customer - male 


or female - with a budget ranging 
from around £4000 up to over 
£200,000. The only risk IWC took 
was with a reimagining of a 150 
year old Pallweber pocket watch 
as a contemporary wristwatch. It’s 
probably the only model in the 
family that retail partners won’t 
fancy. 

IWC doubled down on another 
successful commercial trend: 
creating what economists call 
scarcity value by limiting supply. 

In the case of its 150th anniversary 
Jubilee collections, every single 
watch is being promoted as a 


limited edition, despite the launch 
adding up to thousands of watches 
when you total up every piece that 
will be manufactured. 

Keeping current customers 
happy is key to every watch brand, 
but they must not forget to forage 
for new ones. This appeared 
to be the thinking of Vacheron 
Constantin, the oldest and arguably 
most venerable and traditional 
of Swiss watchmakers, which 
introduced a brand new collection, 
the Fiftysix. Vacheron typically 
appeals to watch connoisseurs, a 
description that conjures up images 


Above 

Vacheron Constan¬ 
tin is reaching out to 
a younger genera¬ 
tion with its Fifty six 
collection. 


watchpro.com/FEBRUARY2018 /WATCHPRO 


33 










TREND REPORT / SIHH & GENEVA DAYS 




Above left to right 

Jaeger-LeCoultre is 
lowering its typical 
entry price with 
a range of Polaris 
models. 

IWC’s 150th 
Anniversary 
Portofinos hit 
the commercial 
bullseye in blue and 
white. 

Right 

Montblanc’s 1858 
collection was a 
mixture of vintage- 
sty ling and modern 
interpretations of 
160 year-old 
references. 


of Victorian gentlemen in smoking 
jackets with a glass of port. But the 
launch of the Fiftysix collection, 
described incongruously as retro- 
contemporary, was accompanied 
with a slickly produced video of 
young hipsters who would not have 
looked out of place in a Shoreditch 
speakeasy. 

The look of the Fiftysix models 
did not entirely warrant such a 
jarring change of gears by Vacheron 
Constantin’s marketing team, and 
the watches might have been 
slipped into the Overseas family 
unnoticed in another year. Flowever, 
the entry level price of £10,500 is 
a significant change for the brand, 
it is over £6000 cheaper than the 
bottom end of its current Patrimony 
collection. 

Accessible price points were 
another key theme continuing 
into 2018. Zenith presented a new 
range of Defy El Primero models 
from a tourist boat on Lake Geneva. 
The single watch from Baselworld 
2017, the Defy El Primero 21, will 
become a broad family this year, all 


using the El Primero automatic 
movement with a chronograph 
capable of measuring hundredths 
of a second. The sophisticated 
watches have an entry price 
point of just CHF 10,900 and 
could attract a whole new 
generation of enthusiasts to 
the brand. 

Jaeger-LeCoultre is 
also aiming to broaden 
its target market with a 
range of Polaris models 
with an entry price for 
the three hand automatic 
of just €5600 (excluding 
tax). The Polaris was 
first introduced as the 
Memorex Polaris in 1968, 
so it is 50 years-old in 2018 
and will be a core line with five 
models including a world time 
chronograph. 

There were a number of 
anniversaries, but very little 
vintage styling this year, a 
significant departure from 2017 
when the industry seemed to 
suffer a collective bout of nostalgia. 
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'AUTOMATIC 


the future using elements from a 
prototype hand-wound movement 
architecture called the Altiplano 
Ultimate Concept that Piaget says 
will make it possible to build watches 
just 2mm thick. 

Watchmakers with very low 
volumes of highly complicated 
watches, such as Richard Mille and 
Greubel Forsey were prepared to 
innovate with materials, movement 
architectures and combinations 
of complications, but the more 
commercial players took fewer 
risks. A notable exception was 
Ulysse Nardin, which adopted a 
Freakonomics business model for its 
Freakus Visionum. The watch’s entire 
flying carrosel movement circles 
inside the watch displaying minutes 
at one end and a balance wheel at 
the other. There is no winding crown 
because the automatic movement 
is wound by a pepper grinder 
mechanism on the underside of 
the watch where the mainspring 
is tightened by an oscillating ring 
weight. Even bolder, and perhaps 
foolhardy in the current #metoo 
era, is the Classic Voyeur that, in 
the words of Ulysse Nardin, offers 
intrepid voyeurs a titillating glimpse 
into a secret world of forbidden love. 
The watch is essentially a piece of 
historic pornography in the form of 
a minute repeater. T 




VII 


/ 


Above 

Cartier is using 
a historic name 
and recognisable 
styling in its modern 
Cartier de Santos 
collection. 
Right 

Piaget’s Altiplano 
Ultimate Automatic 
is said to the 
thinnest automatic 
in the world. 


Flistoric models 

were, of course, used as inspiration, 
but the 2018 models look 
brand new rather than reviving 
colours, logos and other design 
elements. Montblanc was a 
notable exception. The company’s 
watch business is comparatively 
young compared to old-timers 
like Vacheron Constantin, but it 
acquired a historic back story 
when Richemont bought Minerva 
in 2006 and turned it into the 
manufacture for Montblanc. 
Minerva would have been 160 
years old in 2018, and its watch 
designs from the 1920s and 30s 
have been dusted off for the 
anniversary in a family called 
the Montblanc 1858 collection. 

The onion crowns and chunky 
leather straps using old stitching 
techniques are nods to the past, 
but even here the majority of the 
collection looks modern and fresh. 


Using historic names for new 
collections is a standard way of 
reminding customers about the 
heritage of a watch collection without 
needing to stick rigidly to historic 
designs. Cartier’s Santos launch is 
a good example. The case shape 
is similar to the design of a watch 
jrade by Louis Cartier in 1904 for his 
close friend Alberto Santos-Dumont, 
anbccentric Brazilian inventor and 
early aviator. Mr Santos-Dumont 
found it difficult to check the time 
on a pocket watch while testing 
and working on his flying 
machines, so Mr Cartier made 
him a wristwatch. The 2018 
editions’ square cases with 
rounded corners and lugs that 
sweep into the strap are familiar, 
as are the eight screws on the 
bezel and the Roman numeral hours 
behind Cartier blue hands. 

The days of measuring a man’s 
success by the width of his Swiss 
wristwatch continue to fade, with 
even the most masculine of brands 
such as Panerai, Audemars Piguet 
and Hublot knocking a millimetre 
or two off their case sizes. The 
trend to make watches lighter is 
also continuing, so heavy gold and 
platinum watches were thin on the 
ground while titanium, ceramic 
and carbon composites were used 
to give luxury feel to wearable 
pieces from Richard Mille, Zenith 
and Hublot. Girrard-Perregaux had 
a particularly commercial look to 
its Laureato family, which is using 
white and black ceramic this year 
in a collection that tops out with a 
tourbillon skeleton model. 

The battle to produce ultra-thin 
watches is also continuing. We 
expect to see Bulgari come up 
with additional challengers at 
Baselworld, but at SIHH it is 
Richemont’s Piaget that leads 
the way. Its Altiplano Ultimate 
Automatic is described as the 
thinnest automatic in the 
world, at just 4.2mm from 
the top of its sapphire 
glass to the bottom of its 
case back. The company 
is also promising even 
thinner watches in 
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Visit us at 

Inhorgenta Munich, Hall A2 / Booth 209 
BaselWorld Hall 2.0 / Booth P09 

Small orders are welcomed. Fast deliveries. 


Just visit our e-shop at 

www.diloy.com 

Diloy Watch Straps S.A. 

export@diloy.com 



BUSINESS /2018 TRENDS 


WHICH WAY HOW FOR THE 
WATCH BUSIHESS? 

THE WATCH MARKET WAS FAR FROM A SINGLE STORY IN 2017, WITH VERY DIFFERENT CHALLENGES AND 
OPPORTUNITIES FOR MAJOR MULTIPLES, FAMILY OWNED INDEPENDENTS, ONLINE STORES, LUXURY BOUTIQUES 
AND FAST FASHION SHOPS. WILL THE UK START TO GROW MORE CONSISTENTLY AND PREDICTABLY ACROSS THE 
WATCH RETAIL LANDSCAPE IN 2018? NOT LIKELY, PREDICTS RETAIL ANALYST GFK'S CLIENT INSIGHT 

DIRECTOR PAUL MITCHELL. 


W hilst the watch 
market in Great 
Britain contin¬ 
ues to record 
overall value 

growth, there are several dif¬ 
ferent stories that warrant our 
attention. At the beginning of 
a new year, we can look back at 
what has gone and we can look 
forward to what the future may 
have in store. 

There was never much doubt that 
the long term value growth seen in 
the UK market over the past seven 


years would continue in 2017 and, 
whilst growth slowed down during 
the course of the year, sales in¬ 
creased 9.1% over the full 12 months. 
Luxury brands drove this perfor¬ 
mance, with sales over £1,000 up 
22.1% in value year on year, a continu¬ 
ation of a trend seen since the Brexit 
vote. Below that price point, it has 
been a different story. Sales between 
£500 - £1,000 fell by 2.0%, and the 
market under £500 is proving con¬ 
sistently challenging for retailers and 
brands alike; value sales here were 
down -10.7% in 2017. 


That is not to say that there were 
not some success stories at the lower 
end of the market in 2017, but with 
volume sales down by -11.1% across 
the market, the challenge is clear: 
how to maximise and retain value in 
a shrinking market if you don’t oper¬ 
ate at the high end of the market? 

The answer could lie in many differ¬ 
ent areas, or combinations of areas, 
including innovation, renewed mar¬ 
keting campaigns, the optimisation 
of the assortment offered, ensuring 
the right product is positioned at the 
right price and a deep understanding 


2018 CONSUMER TREND CHECKLIST 



CONSIDERED 

CONSUMPTION 


REVALUING 

VALUE 


Brands need to be socially 
responsible and be clear 
about the provenance 
of their products so that 
customers can shop 
without adding to their 
guilt and insecurity. 


Consumers are on a 
never-ending quest for 
good value in everything 
they consume from a high 
street coffee to a luxury 
Swiss watch. 



FITSPI RATION 


GREEN GUILT 


INDIVIDUALISATION 


Consumers are looking to 
manage the stress in their 
daily lives and are looking 
for ways to maintain 
their physical and mental 
wellbeing. 


Today’s customers do not 
want to add to the planet’s 
suffering, in fact they want 
to contribute to its healing. 


People want something a little 
different, ideally unique, and 
tailored to their tastes, budgets 
and lifestyles. 
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of consumer needs and behaviours. 

Previously, online has been a focus 
area and sales through this medium 
grew over time, though whilst the full 
annual performance for this chan¬ 
nel is positive (+4.3%), online sales in 
December were down -3.1% against 
December 2016, a clear indication 
that growth in this channel cannot be 
guaranteed in the future. 

There is also a different story to tell 
when looking at Gents and Ladies 
watches, with the former up 12.5% 
in value in 2017 and the latter down 
-0.7% adding more complexity when 
considering how to maximise sales 
in 2018. 

So what can we expect in the 
coming year? 2017 introduced us 
to the smart home en masse, while 
the connected car gained traction, 
and voice-assistance struck a chord. 
Looking forward, expect the Internet 
of Things to become a firmer reality 
in 2018. Artificial intelligence contin¬ 
ues to develop towards increasingly 
intimate and personalised interfaces. 
It will be interesting to see what role 
Smart and Connected Watches will 
play within this. What is certain is that 
there will be continued innovation. 

Within the traditional watch market 
the level of innovation, in the form of 


new models, has remained remark¬ 
ably consistent over time. In any 
given year, new watches introduced 
in that year generate around 10 % of 
the market’s value. The following year 
the contribution from these models 
rises to 20-25%, before falling away to 
15-20% the year after and then dwin¬ 
dling further after that. The advent of 
Smart and Connected watches has 
not yet had a major impact on the 
traditional watch market, but they do 
represent a step change in terms of 
product innovation. 

Outside of the Jewellers, Core 
Wearable products including Health 
& Fitness Trackers and Wrist Sport 
Computers, as well as Smart and 
Connected Watches, are gaining trac¬ 
tion and growing sales. The key to 
any future growth for these products 
and their conseguent impact on the 
watch market will be whether they 
meet a specific consumer need and 
what recognisable benefits they pro¬ 
vide. Only if these two considerations 
are met will these products be truly 
successful, but we do know that there 
are several key underlying consumer 
trends that will be important in the 
year ahead that will have a bearing 
on developments in this area. 

People are leading busy, stressful 


lives, and are looking for solutions 
to make their lives easier. Technol¬ 
ogy enables them to access things 
everywhere and also meets a grow¬ 
ing consumer need for retail to be 
more experiential, we are seeing 
leading retailers make use of AR and 
VR environments. What a product 
looks like and the superficial aspects 
it produces are now less important 
than whether it can be tailored to 
specific needs and whether it fits into 
individual lives and situations. While 
consumers are looking for solutions 
to problems, they also want to enjoy 
themselves and get on with experi¬ 
encing life. 

How this plays out within the watch 
industry over the next few years 
will be interesting to see. There will 
always be a market for traditional 
wrist watches and high end brands 
will always hold appeal for their advo¬ 
cates, but technology and innovation 
will have an impact, particularly at the 
lower end of the market. Previously 
this was focused on the growth of 
online sales and the need to compete 
in this space, going forward it may 
be more product led, but ultimately 
whatever is offered to consumers 
will have to meet their needs if it is to 
have a notable story in the future. ^ 




INSTANT 

EVERYWHERE 

Customers expect goods and 
services to be immediately and 
constantly available. Indeed, 
a growing tribe are willing to 
settle for an inferior product if it’s 
available when they need it. 



REDEFINING 

HOME 

Smart technology for the home 
is going mainstream, giving 
businesses an opportunity to 
learn more about customer 
behaviour and come up with 
solutions that work in harmony 
with their lives. 



STREAMLINED 

CONVENIENCE 


EXPERIENCING 

LIFE 


Consumers are increasingly 
willing to pay for products and 
services that make their lives 
easier. 


When the going gets tough, 
consumers’ priority is to maintain 
the standard of living they’ve 
enjoyed previously by whatever 
means, and they’ll look to brands 
and companies to help them do 
this as they enjoy themselves 
wherever possible. 


watchpro.com / FEBRUARY 2018 / WATCHPRO 


39 





Ref.: 5902-5 


30 Year POINTtec 

ANNIVERSARY MODELL 

To mark the 30th anniversary of the successful 
family business, POINTtec is launching a special 
edition. Committed to this tradition, the special 
edition is dedicated to the still flying Lufthansa 
owned JUNKERS aircraft with the label D-AQUI, 
which an American once lovingly started to call 
“IRON ANNIE”. 


IRON ANNIE 



POINTtec UK Ltd. 

Hall 18 
Stand 1 8N11 
www.pointtec.co.uk 


MADE IN GERMANY 










WATCH PEOPLE / EVENTS 



k Guest List- SIHH 



Jaeger-LeCoultre deputy CEO Geoffroy Lefebvre 
welcomed brand ambassador Benedict 
Cumberbatch and other VIPs to a party to launch 
the brand’s new sport collection for men, the 
Jaeger-LeCoultre Polaris. 




Montblanc CEO Nicolas Baretzki welcomed 
ambassadors Hugh Jackman, Charlotte 
Casiraghi and Yang Yang and a host of 
other stars for an evening dedicated to 
great mountaineering feats and the new 
Montblanc 1858 Collection. 








: 


Vs. 
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EVENTS /WATCH PEOPLE 



Guest List -SIHH A 



MON T 
B* *• 



IWC Schaffhausen celebrated its 150th birthday and the launch of its Jubilee 
collection with a gala evening at the Salon International de la Haute Horlogerie 
in Geneva. Around 800 guests participated in the event, including IWC brand 
ambassadors and global stars such as actors Cate Blanchett, Bradley Cooper and 
James Marsden, as well as sports personalities Valtteri Bottas and 
David Coulthard. 
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SHOWCASE / 2018 NOVELTIES 


2018 NOVELTIES 


ZENITH EL PRIMERO 21 

A single watch launched at Baselworld 2017 
the Defy El Primero 21, will become a 
broad family this year using the El 
Primero automatic movement 
with a chronograph capable 
of measuring hundredths of a 
second. 

Models with exposed 
movement dials were 
revealed in black ceramic 
cases and bracelets, 
brushed titanium cases 
with blue rubber straps, 
rose gold case and 
bracelet, matching brushed 
titanium cases and bracelets 
on a closed dial edition, and 
even a diamond-studded version. 
Prices range from CHF 10,900 to 
CHF 42,900 in rose gold. 


Baume & Mercier has worked with its parent organisation 
Richemont to produce its first in-house movement, encased 
it in a classic gents wristwatch with a price tag of £2100. 

The Calibre BM12-1975A automatic is unremarkable in its 
functionality, but by working with Richemont’s R&D team and 
its ValFleurier Manufacture, the company has produced a 
highly accurate, COSC certified movement thanks in part to 
its silicon hairspring and escapement. 

The movement is used in four Baume & Mercier Clifton 
Baumatic 3-hand designs or as a COSC-certified chronometer 
for a slightly higher price of £2290. All are offered with black 
or white dials in steel or gold-coloured 40mm cases. 


THE FIRST EXHIBITION OF THE YEAR, SIHH, HAS SUFFICIENT GRAVITATIONAL PULL THAT SEVERAL OTHER LUXURY SWISS 
WATCHMAKERS, INCLUDING LVMH’S TAG HEUER, ZENITH AND HUBLOT PITCH UP IN GENEVA FOR THE WEEK TO PRESENT 
PARTS OF THEIR 2018 PORTFOLIOS. WATCHPRO WAS ON HAND TO TOUR THE CITY AND PICK OUT KEY LAUNCHES FOR THIS 
YEAR. WE PRESENT THEM HERE ALONG WITH A NUMBER OF PRE-BASELWORLD LAUNCHES FROM OTHER BRANDS. 


AVI-8 HAWKER HARRIER II 



Few fighter planes stir as much technological 
wonder as the Hawker Harrier jump jet, and it 
provides the aesthetic backdrop for the newest 
collection of timepieces from Avi-8, the Hawker 
Harrier II. 

It is the second collection from 
Avi-8 bearing the Hawker Harrier 
II name, and once again takes 
design and architectural 
cues from the aircraft. 

The Avi-8 4056 watch 
houses a Japanese-made 
chronograph retrograde 
movement driving day, date, 
hours, minute and 30 minute 
indicators via a series of hands, 
circular discs and registers. The hour 
and minute hands are sword-shaped 
and the chronograph seconds hand is 
arrow shaped in a bi-colour execution hinting 
at the watches aeronautical DNA. 



MONTBLANC1858 COLLECTION 

Minerva watches from the 1920s and 30s provide inspiration for 
Montblanc’s 1858 collection. The family comprises 40mm automatic 
watches, 42 mm chronographs, a 42mm Manufacture Worldtime 
Geosphere, a slender 40mm wristwatch with a 13-line monopusher 
chronograph movement, and a new multiple-purpose pocket watch with a 
24-hour indication and eguipped with a 16-line monopusher chronograph 
movement. 

Combining materials such as a special alloy of bronze that evolves over 
time with innovative and useful in-house complications, like the Worldtime 
Geosphere, these timepieces are designed for the modern-day explorer 
who likes to set his own challenges. 
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2018 NOVELTIES / SHOWCASE 



GREUBEL FORSEY GMT EARTH 

Greubel Forsey’s Robert Greubel and Stephen Forsey refuse to 
accept that there are no more peaks in horological design, art and 
engineering to be conquered, and used SIHH to present an entirely 
new way of showing multiple time zones with its GMT Earth. 

The watch is built around a three-dimensional view of a terrestrial 
globe, from the North to the South Poles that can be seen from the 
front, back and side of a white gold and sapphire glass case. The 
rotating globe is used to give a reading of time in one part of the 
world, a GMT hand gives another and the hours and minutes and 
third. 


CARL F. BUCHERER 
MANERO PERIPHERAL 


ORIS CARL BRASHAER 
CHRONOGRAPH 



Carl F. Bucherer has added a 43mm rose gold 
edition to its Manero Peripheral line. The watch 
has a white dial with large wedge-shaped rose 
gold time indicators on each hour. The minute 
hand is also considerably larger than 
the original 40mm version of the 
watch. 

The 2018 Manero Peripheral 
works with the CFB A2050 
caliber, a movement based on 
the CFB A2000 and designed 
and created completely 
in-house. Certified as a 
chronometer, the movement 
features a central hour and 
minute display, a small-seconds 
subdial at 6 o’clock, and a date 
display at 3 o’clock. The watch is 
made in rose gold or stainless steel 
cases with black or silver dials. 



Oris has buddied up with the Carl Brashear Foundation 
to launch a bronze chronograph in honour of the 
deep sea diver of the same name. This limited edition 
chronograph will be restricted in production to 
just 2,000 pieces. The watch is based on an 
Oris Divers SixtyFive and cast in bronze in a 
nod to early diving equipment that used 
the metal. 

Inside the watch is a Calibre 771, 
a movement with a two-counter 
chronograph and a 48-hour power 
reserve. It’s based on Sellita’s SW 510 
and appears in the Oris collection 
for the first time. The 43mm piece 
sports a bronze uni-directional diver’s 
bezel, while the dark blue dial, which is 
domed much like the sapphire glass with it, 
features rose gold indicators for the hours, 
minutes and seconds, as well as rose gold for 
the chronograph hands. The watch is set to 
retail for around £3,540. 


PARMIGIANIFLEURER KALPA CHRONOR 

Parmigiani Fleurier produced a real showstopper at SIHH with the 
unveiling of an all gold tonneau-shaped automatic movement in a 
limited edition Kalpa Chronor. The Kalpa was first on sale in 2001 and 
has been re-released in three editions for 2018, with the rose gold 
Chronor, limited to 50 pieces, at the top of the tree. 

Its PF365 inhouse automatic integrated chronograph is COSC 
certified and has 65 hours of power reserve. The black opaline dial 
has a central smooth circle and a guilloche outer ring. It is housed in a 
solid, polished, 18ct rose gold case on a black Hermes alligator strap, all 
for CHF 85,000 (£64,000). 
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A. LANGE & SOHNE LITTLE LANGE 1 

A. Lange & Sohne has produced a family of ladies’ Little Lange 
1 models in a range of three colours. Every watch is housed in a 
36.8mm white or rose gold case with guilloched gold dials that 
match coloured alligator leather straps. They use the manually 
wound calibre L121.1. movement with 72 hours of power to drive 
the asymmetric dial with its oversized date. Time is shown in hours 
and minutes on one dial with seconds on a smaller sub-dial. Power 
reserve is shown to the right of the watch face at 3 o’clock. 


ROTARY WINDSOR 
MULTI FUNCTION 



Rotary has added four sub dials to its 
Windsor classic dress watch showing 
day, date, month and moonphase. 
The watch comes in a 40mm gold 
coloured case and uses sapphire 
glass. 

The white dial with blue 
feuille hands Roman numeral 
markers has a guilloche 
patterned inner within 
an outer dial minute 
tracker. The watch is water 
resistant to 50m and will 
be sold with a two year 
guarantee when it hits shops 
in March. 



DEWITT ACADEMIA 
ENDLESS DRIVE 

DeWitt’s Academia Endless Drive has an endless screw 
as the dial’s distinguishing feature. The rotating endless 
screw is a nod to automotive mechanics, the field of 
inspiration preferred by the brand’s founder, Count 
Jerome de Witt. 

The watch is designed with a link from its winding 
mechanism to the helical screw, so that as the 59-hour 
power reserve decreases, the screw rotates. When the 
barrel is wound, the screw slides on its longitudinal axis. 
It is housed in a 42.5 mm diameter 18ct rose gold case 
on a black rubber strap. 



PIAGET POSSESSION 

Piaget is more tightly linking its jewellery and watch lines with 
the launch of the Possession line of ladies watches. The all- 
new family uses bright coloured mother of pearl and stone 
dials complemented with vibrant coloured straps in watches 
framed by rotating bezels studded with diamonds. 

They are designed to be worn with pendants and bangles 
from Piaget’s jewellery lines that use the same materials 
and styles. The entry level Possession models have a single 
diamond in the spinning bezel, and start at CHF 3500 for 
steel-cased editions. The price multiplies to around CHF 
20,000 as you move into gold cases with single or even 
double rotating bezels crammed with diamonds. 
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ADVERTORIAL 

MAURON MUSY 

^^y/TAKES WATER RESISTANCE TO THE NEXT LEVEL / 



Innovative watch engineering 


Within the watch industry, the issue of water resistance has witnessed no significant breakthrough for 130 years. Invented in 1885, the O-type sealing ring 
with all its inherent disadvantages including age related deterioration, inconsistent efficiency and costly servicing continues to equip even the most modern 
watches. 

After three years of research and development, Mauron Musy reveals its world first nO-Ring® technology. A truly disruptive innovation, this patented system 
relegates gaskets to the rank of historical curiosity. Based on the principle of mechanical sealing technology, this 100% Swiss Crafted device can legitimately 
be regarded as a “watch exterior complication”. No less than 36 components including clamp braces and satellite compression springs endow the case 
with perfect gasket free water resistance. A solution whose brilliance lies in the unprecedented miniaturisation and adaptation of the device to watch making. 


ARMURE, the ultimate watch conception 


The robust and determined Armure model stems from functional analysis which makes user’s needs the core concern. Working within their independent 
laboratory, engineers Eric Mauron and Christophe Musy have entirely rethought the concept of water resistance. In this model, function creates design, since 
aesthetic and technical factors are inseparably entwined. 

The unusual, extremely technical case conceals innovations never previously applied to the watch industry. The fruit of high precision workmanship, it 
comprises 36 elements compared with only ten or so for traditional models. A degree of complexity that for the first time makes it possible to apply the 
principle of mechanical sealing technology to a watch. 

Three years of research were required to develop the nO-Ring® technology, by which two clamp braces the caseband and bezel tense the various case 
elements together via specially in house made satellite compression springs. Dedicated surface treatments ensure unfailing, gasket free water resistance. 
The Armure is equipped with Calibre 39, one of the best performing self winding movements on the market. Equipped with a 65 hour power reserve and 
beating at 4 Hz (28,800 vph), it features a modular construction enabling a wide range of variations including chronograph, GMT, moon phase and small 
seconds versions. 100% of its components are made in Switzerland. 

Available in steel and titanium, Armure offers a broad choice of dials and finishing. Entirely produced and as sembled in Switzerland, all models delivered 
with two straps: one in leather and the other in rubber. 


NO-RING® technology 


Eric Mauron and Christophe Musy have combined three existing principles culminating in the patented nO-Ring® technology; mechanical sealing technology, 
the clamp brace, and the satellite compression spring. 







Clamp brace 


MAURON MUSY 


NNOVATIVE WATCH ENGINEERING 


The two inventors have developed extremely specific clamp braces: the sapphire crystal and caseback are held to the central circle by a bezel consisting of 
two semi circular parts as well as a caseband composed of four articulated segments with both elements acting on the springs. This clamping method is 
notably used in plastics manufacturing, since gaskets are not suited to the 300°C temperature required for plastic machining processes. 


Satellite compression spring 


Here too, the procedure has been entirely rethought. Classic clamp braces hold cone shaped surfaces together, converting horizontal force into vertical 
action. Adopting such a method would however create strong pressures inside the case, leading to deformation of the components. In order to tense 
the various elements, Eric Mauron and Christophe Musy have developed a satellite compression spring. Representing the culmination of substantial 
development work, this domed ring is fitted on both the sapphire crystal and the transparent caseback. 

The result is that the ensuing vertical pressure, amounting to as much as 390 Newton, ensures perfect water resistance for the entire device, without any 
gaskets or glue. If a water molecule were the size of a golf ball, it would have to travel 430km and face 3m high hurdles in order to infiltrate the case. This 
patented nO-Ring® technology was entirely developed by the two brand founders. 


Crown device 


The concept is just as spectacular with regard to the water resistance of the crown: a shaft generally called a winding stem pivots inside a bearing screwed 
to the case. These two perfectly adjusted components with their nanometrically accurate fit ensure a gasket free seal. In comparison with the diameter of 
the Channel Tunnel, the space between the two would amount to a third of a millimetre, the thickness of a business card. The same principle is applied to 
the pushbuttons. 


Numerous advantages 


Thus released from the generally used gaskets, the nO-Ring® ensures that the quality of the seal does not depend on the state of the materials involved. 
Lengthy and expensive recurrent after sales maintenance service to guarantee a basic function is thus a thing of the past, as is the expense of systematically 
changing gaskets with each movement overhaul. 

At Mauron Musy, the operating instructions contain no warnings relating to potential precautions: owners can literally forget they are wearing a Mauron Musy 
watch which is able to handle literally any situation. No need to check whether the crown is in place before jumping into the water; no need to protect the 
watch from sun on the beach so as to avoid gaskets dilating. And the case can be easily opened and closed for servicing. 

Last but not least, nO-Ring® technology provides a masterful solution to one of the greatest challenges in the field of water resistance: the use of the crown 
and pushers under water. Whereas most diver’s watches prohibit such handling, the dynamic shaft and bearing system, developed by the independent 
company, enables underwater operation of the chronograph function, for example. Even splashing such as when showering or diving into a pool which are 
often fatal to traditional gaskets are harmless to a Mauron Musy watch. 


Fertile ground 


It took long months of tests and trials to create the nO-Ring® technology. Like the 19th century pioneers of industrial watchmaking, the two researchers 
adjusted their machines, created others, forging their own path well off the traditional beaten track. The Armure collection, the first to feature the newly 
embedded technology, is destined to inspire others. The Mauron Musy brand still shares the same address as the Regis Mauron precision workshop. 


FINAL WORD / BEST OF THE WEB & NOTES FOR YOUR DIARY 


BEST OF WEB 


Top stories on WatchPro.com 


m lN DEPTH: Aiirum Holdings’ American Adventure 

(read 793 times) 


nn Panerai makes clean break with ETA movements 

Ut (read 791 times) 


nn Danny Govberg on what American watch retailers 
Uo can teach the world (read 650 times) 


M Watchfinder races to become Britain’s fourth 
largest watch retailing group [read 542 times) 


pc Watchfinder races to become Britain’s fourth 
largest watch retailing group [read 495 times) 


pn Leicestershire Police earns millions as online 
UD Rolex retailer (read 488 times) 


pj Breitling presents a fresh concept at Swiss 
U# monobrand boutique (read 479 times) 


pn Chisholm Hunter sales double in just four years 

Uu (read 477 times) 


M H.Samuel and Ernest Jones sales drop by 10% over 
crucial Christmas trading period (read 467 times) 


ip Welcome to the 2018 WatchPro Reach List (read 

IU 462 times) 


Page views to WatchPro.com 

67,188 page views in the month to Jan 26 (Google Analytics) 

Unique users to WatchPro.com 

37,573 uniqe users in the month to Jan 26 (Google Analytics) 


CALENDAR OF EVENTS 


Jewellery & Watch Birmingham 

Date: 4-8 February, 2018 
Location : National Exhibition Centre, Birmingham 
About: Running adjacent to the mighty Spring Fair 
ensures a high volume of visitors from across the retail 
landscape. On the watch front, it is primarily focused on 
the fashion end of the market. 

Baselworld 

Date: 22-27 March,2018 

Location: Basel, Switzerland 

About: It may be shorter and smaller than previous years, 
but Baselworld remains the biggest, best and most 
important event in the watch industry’s calendar. 

2018 WatchPro Awards 

Date: 18October, 2018 

Location : 8 Northumberland, London 

About: The UK’s only awards dedicated to the most 

successful retailers and brands operating in this 

country. 

SIHH 

Date : 14-19 January, 2019 

Location : Geneva, Switzerland 

About: An invitation-only presentation of the 2019 

watch collections from Richemont maisons and a 

curated group of independent watchmakers. 


NEXT MONTH IN WATCHPRO: 

SCOTTISH LUXURY RETAIL 

WATCHPRO VISITS GLASGOW, ONE OF THE GREATEST DESTINATIONS 
FOR LUXURY WATCHES IN THE UNITED KINGDOM. WE SPEAK TO 
JOE WALSH, CHIEF EXECUTIVE OF THE RECENTLY REUNITED LAINGS 
EMPIRE OF RETAILERS AND TO KYRON KEOGH AND GRANT MITCHELL, 
CO-FOUNDERS OF ARGYL ARCADE NEIGHBOUR ROX. 

ALTERNATIVE BUSINESS MODELS 

THERE IS MORE THAN ONE WAY TO PROFIT FROM THE LUXURY WATCH 
BUSINESS AS WATCHPRO DISCOVERS IN CONVERSATION WITH PRE¬ 
OWNED SPECIALIST WATCHFINDER AND MEMBERS’ CLUB ELEVEN JAMES 
IN THE UNITED STATES. 

BASELWORLD PREVIEW 

IT IS THAT TIME OF YEAR AGAIN WHEN ALL THOUGHTS TURN TO THE 
BIGGEST, THE BRIGHTEST AND THE MOST EXCITING WATCH EXHIBITION 
OF THE YEAR. WITH ROLEX, PATEK PHILIPPE, BREITLING, OMEGA AND 
SO MANY MORE READY TO UNVEIL THEIR 2018 NOVELTIES, WATCHPRO 
IS LIKE A CHILD COUNTING DOWN TO CHRISTMAS. 
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WatchPro sends out daily news 
updates via email to over 

10,000 qualified professionals 

in the UK watch industry. 


WatchPro 


For marketing opportunities, please contact: 
DANIEL MALINS 

T 020 3176 4225 / E daniel.malins@itppromedia.com 
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JEWELLERY & WATCH 2018, NEC BIRMINGHAM 

Condor Group Limited, 700 Great Cambridge Road, Enfield, EN I 3EA 

Telephone: +44 (0)208 370 4300 Fax: +44 (0)208 370 432 I Email: sales@condorgrp.com 

www.royallondonwatches.com 














